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 A B S T R A C T  
Retail Business in Indonesia is increasing quite rapidly, the development of retail 
business shows a positive trend that can be seen from the growth indicators of con- 
sumption Fast Moving Consumer Good (FMCG) in the modern retail sector has a 
percentage of 7.6 percent, using the minimarket format by 12 percent, while for the 
supermarket and hypermarket formats grew negative by 5.8 percent. This shows 
that, there is a change in the style of consumption of the people who currently prefer 
to buy daily necessities in supermarkets that have a minimarket format because they 
are closer to settlements, and more practical. This study examines the effect of mar-
keting mix, customer experience, and customer relationship marketing on customer 
loyalty mediated by Indomaret customer Satisfaction in Surabaya. This research is a 
quanti- tative study with primary data sources. The technique of collecting data 
uses a survey method called a questionnaire. The population in this study was In-
domaret visitors  in Surabaya, while the samples taken were Indomaret customers in 
Surabaya. The sampling technique uses purposive sampling technique. The number 
of respondents taken was 130 respondents with the provision of 30  respondents for 
samples to use  for validity and reliability using the IBM SPSS Statistics 22 pro-
gram. While 100 respondents for large samples using the Partial Least Square 





Retail Business in Indonesia is increasing quite rapidly, the development of retail business shows a pos- 
itive trend that can be seen from the growth indicators of consumption Fast Moving Consumer Good 
(FMCG) in the modern retail sector has a percentage of 7.6 percent, using the minimarket format by 12 per-
cent, while for the supermarket and hypermarket formats grew negative by 5.8 percent. This shows that, 
there is a change in the style of consumption of the people who currently prefer to buy daily necessities in 
supermarkets that have a minimarket format because they are closer to settlements, and more practical. 
The increasing power consumption of Fast Moving Consumer Good (FMCG) in the modern retail sec-
tor with the form of a minimarket has made the two main players of minimarket in Indonesia namely In-
domaret and Alfamart to be very competitive. Both are trying to strengthen their wings in the minimarket 
retail busi- ness, by expanding outlets to small towns. 
In terms of sales, Indomaret earned 73.37 trillion sales in 2018, meaning an increase of 16 percent from 
2017. In the same period, Alfamart also earned sales of 66.81 trillion, meaning that only grew 9 percent 
from the realization in 2017 of 61.46 trillion. However, Alfamart is superior in terms of net profit growth. 
Alfamart made a profit of 668 billion, which means up 159 percent. Meanwhile, Indomaret net profit grew 
slowly, which only grew 75 percent or equal to 766 billion, but Indomaret remained superior in terms of 
total profits. In accordance with its motto "easy and economical", Indomaret outlets are easily found in stra-
tegic loca- tions so that it is more easily accessible by the public, such as residential, office, commercial, 
tourist, apart- ment, and other public facilities. Where each outlet provides more than 5,000 food, non-food 
products, gen- eral merchandise, and fresh products at low prices, to meet the daily needs of consumers. 
* Citra Putri Ramadani_ 2019610839@students.perbanas.ac.id 
 
146 
And now, the existence of Indomaret has been further strengthened by the presence of Indogrosir, as a sub-
sidiary with a business center business concept. 
Although the percentage of the Top Brand Index in 2017-2019 Indomaret is not superior to Alfamart, 
but the awards obtained by Indomaret are superior, both at national and Asia-Pacific levels, as proven in 
2017 for the fourth time Indomaret won an award at the Asia Pacific Top Retail event 500 Awards. In-
domaret successfully won two "Gold" Awards namely the Best of the Best Top Retailers for the Asia Pacific 
region and also ranked as the Top 10 Retailers in Indonesia. The prestigious award is based on research 
conducted by Euromonitor and Asia Retail Magazine on the total sales and the number and size of In-
domaret outlets. 
Then in 2018 Indomaret won the Best IT and DT Governance Awards in the Indonesian Retail Shop 
and Minimarket Categories, at the 2018 DataGovAI Summit & Awards held by the Big Data & AI Associa-
tion (ABDI) and awards were given by the Director General of Innovation Strengthening, MenRistekDikti, 
who was also attended by the Minister of Communication and Information and the Head of BSSN. 
In 2014 Indomaret won two Excellent Service Experience Awards in the category of minimarket and 
convenience store (Indomaret Point). The Excellent Service Experience Award is given to 49 brands that 
achieve a minimum Excellent Service Experience Index (ESEI). ESEI was produced from Care Center for 
Customer Satisfaction Loyalty research (Consultants in the field of service quality and customer manage- 
ment) and Indonesian Business Daily, which assessed the level of service experience received by customers 
using the mystery shopping method. 
In Surabaya, Indomaret outlets number in the hundreds of stores spread across residential, office, com- 
mercial, apartment and public facilities. In winning the minimarket retail business competition format, In- 
domaret seeks to design retail business patterns with 7Ps Marketing Mix strategy, namely product, price, 
promotion, place, physical evidence, people, and process. Second, namely Customer Experience, and last is 
Customer Relationship Marketing (CRM). Where the three strategies are expected to have an effect on In- 
domaret customer satisfaction, so as to get the final feedback, namely Customer Loyalty which has a long- 
term impact on the sustainability of the Indomaret retail business. 
The marketing mix is a tool that can provide satisfaction to consumers. The marketing mix can also de-
termine the level of marketing success for companies, because it can help companies achieve marketing 
objectives. 
The variables contained in the 7P marketing mix are, first is a good product is a product that can meet 
consumer needs. How to get products that are in accordance with good formulation so that the products 
produced can be on target and can increase company profits. Second is the price, the price of a product in 
general is never removed from the attention of companies in the management system. Management will 
determine various pricing decisions such as the appropriate base price for products or services combined 
with discounted prices, payment of shipping costs and other related variables. Third is the place, a place to 
count with strategic location and distribution so that the product can go directly to the target market. Often 
companies do not really determine this, considering that the product does not fit properly and correctly by 
consumers. The fourth is promotion, is a tool used to send messages and even persuade customers to know 
and even use the product. Development is carried out through good and strong advertising and sales pro- 
motions and publications. Fifth is physical evidence, physical facilities that also support product marketing, 
physical evidence can influence consumers to use the products or services offered. Physical form, logo, and 
others. Sixth are people, people in this case are all related to the presentation of products that can affect the 
perception of buyers. All company decisions and actions and the company will make the right decisions for 
customers. Last is the process, the process is all the actual settings and procedures for providing services. 
The process is a major factor in the marketing mix to make consumers happy and satisfied so they come 
back later. "The effect on customer satisfaction and customer loyalty by integrating marketing communica-
tion and after-sales service into the traditional marketing mix model of Umrah travel services in Malaysia 
(Othman et al., 2020). It is expected that Marketing Mix 7 has a significant effect on customer satisfaction 
with a p-value of 0,000. 
Amid the intense competition in the modern retail business, providing a memorable experience for 
cus- tomers or visitors can also have a positive impact on the sustainability of the retail business. According 
to Meyer and Schwager in Reza Eka Wardhana (2016), customer experience is an internal and subjective 
cus- tomer response as a result of direct and indirect interactions with the company. This direct relationship 
is usually due to the initiative of consumers. This usually occurs in the purchasing and service department. 
 
147 
Whereas indirect relationships often involve unplanned encounters, such as product and brand appearanc-
es, advertisements, and other promotional events. The theory is in line and empirically proven through 
previous research entitled "The Effect of Customer Experience on Customer Loyalty with Customer Satis-
faction as an Intervening Variable (Study on Consumer Prisoners of Surabaya Prisoners Rampok)" (Reza 
Eka Wardhana, 2016). Shows that, there is a significant direct effect between customer experience on cus-
tomer satisfaction, besides that there is also a significant direct effect between customer experience with 
customer loyalty, and customer satisfaction on customer loyalty, and customer satisfaction partially medi-
ates the relationship be- tween customer experience and customer loyalty. Evidenced by the significance 
value of p-value of 0,000. 
In addition to the marketing mix and customer experience, the latter strategy is also important for re-
tail business companies, namely building customer relationship marketing. Customer relationship market-
ing is a business model with the primary goal of identifying, anticipating, understanding the needs of cus-
tomers and potential customers by gathering information about customers, sales, marketing effectiveness, 
and mar- ket trends. Customer relationship marketing is basically an activity or implementation of market-
ing man- agement that is more focused on building positive experiences and ultimately sustainable rela-
tionships be- tween companies and customers. According to Alqahtani in Fauzi & Surharyono (2018: 194) 
explained that, customer relationship marketing is a relationship with a strong customer that can improve 
business perfor- mance so it is not surprising that the relationship with customers becomes an important 
topic in marketing. If customer relationship marketing has been implemented properly it can help improve 
customer satisfac- tion, increase customer loyalty, increase company growth and income and improve mar-
keting efficiency. This theory is in line with empirical evidence in previous research entitled "The Effect of 
Customer Relation- ship Marketing on Customer Satisfaction and Loyalty (Survey on Garuda Indonesia 
Airlines Customers in Malang) (Fauzi & Surharyono, 2018). Showing that, customer relationship marketing 
has a significant influ- ence on customer satisfaction and customer loyalty with a significant value of 0,000. 
second, customer satis- faction has an influence on customer loyalty with a significant value of 0,000. Final-
ly, customer relationship marketing has a total effect (TE) on customer loyalty through customer satisfac-
tion intermediaries of 0.660, so it can be concluded that customer satisfaction has a strong influence in me-
diating the influence of customer relationship marketing on customer loyalty. 
Based on the background and results of previous studies, the researchers are interested in retesting the 
dependent variable, namely customer loyalty with mediation variables, customer satisfaction and inde-
pend- ent variables namely marketing mix 7Ps, customer experience, and customer relationship marketing. 
 
2. THEORETICAL FRAMEWORK AND HYPOTHESES 
Marketing Mix 
According to Kotler in Saidani et al., (2019: 75) the marketing mix is a set of marketing tools that com-
pa- nies use to achieve marketing objectives. Marketing mix is a controlled variable that can affect consum-
ers from certain market segments that a company has. In conducting marketing activities, the company 
combines four variables, which are very supportive in determining marketing strategies, the combination 
of the four variables is the marketing mix strategy consisting of products, prices, places, and promotions. 
The marketing mix is a tool that can provide satisfaction to consumers. The marketing mix can also deter-
mine the level of marketing success for companies, because it can help companies achieve marketing objec-
tives. From the re- sults of previous research conducted by Fernandes & Solimun (2018) shows that the 
marketing mix strategy has a significant effect on customer satisfaction. 
 
H1. Marketing Mix has a significant effect on Indomaret Customer Satisfaction in Surabaya. 
 
Product 
The product definition according to Kotler and Armstrong in Hamali in Pratiwi & Suriani (2017: 250) is 
"a product as anything that can be offered to a market, for attention, acquisition, use or consumption and 
that might satisfy a want or need" means , product is anything that is offered to the market to get attention, 
be bought, used, and which can satisfy the desires or needs of consumers. 
Price 
According to Othman et al., (2020) price is the amount of return determined by one party to another in 
return for one unit of goods or service. Sometimes, value is entered by various production costs associated 
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with the demand for services or products. The price dimension according to Kotler et al., In Othman et al., 
(2020) consists of determining the level of costs, pricing techniques, pricing strategies, and approaches and 
cost relationships in services. 
Place 
Place is a combination of location and decision on distribution channels, in this case, related to how to 
deliver to consumers and where the strategic location, so the place is often called the distribution channel. 
The marketing services strategy mainly depends on the essential nature of the service provider, location 
and distribution. A sophisticated distribution system will help customers reach and find brands of choice 
quickly and easily. (Othman et al., 2020) 
Promotion 
According to Rangkuti in Wijaya et al., (2018: 287) promotion is a marketing activity in order to inform 
and encourage demand for products, services, ideas from the company by influencing consumers to buy 
products and services produced by the company. The promotion mix has many features that contain adver- 
tising, sales promotions, and direct sales based on the appropriate choice. All the processes mentioned rein- 
force acceptance and approve of products and competition simultaneously in the market. Thamrin in Oth- 
man et al., (2020) 
Physical evidence 
According to Lovelock and Wirtz in Wijaya et al., (2018: 286) physical evidence that includes the design 
of the appearance of services, ranging from buildings, landscaping, vehicles, equipment, staff uniforms, 
and others that appear to provide tangible evidence or quality of company services, facilities service, and 
guiding consumers through the service process. 
People 
Ratih Hurriyati in Wijaya et al., (2018: 288) states that people in the marketing mix are all actors who 
play a role in the service presentation so that it can influence buyer perceptions. The elements of people are 
company employees, consumers, other consumers in the service environment. All employee attitudes and 
actions even how to dress the employee, and employee appearance has an influence on consumer percep-
tion or service success. 
Process 
Processes are all the actual mechanisms and procedures for providing services. The process here is a 
major factor in the marketing mix of how to make consumers feel happy and satisfied that they will return 
again someday. Ratih Hurriyati in Wijaya et al., (2018: 288) states that the process is all the actual proce-
dures, mechanisms and activities that are used to deliver services. All work activities are processes, pro-
cesses in- volving procedures, schedules, mechanisms, activities, and routines with service products dis-
tributed to cus- tomers. 
 
Customer Experience 
According to Fisk in Ernawati et al., (2017: 84) customer experience can be seen from several perspec- 
tives. Most basic is the de facto experience that customers gain from a company or brand based on the total-
ity of their interactions. Then next is to create an attraction to make interactions more "experiential" through 
the addition of services or theatrical activities. At the highest level, the benefits of greater experience are 
gained by fully exploring their buying potential. According to Meyer and Schwager in Reza Eka Wardhana 
(2016: 2), customer experience is an internal and subjective customer response as a result of direct or indi-
rect inter- action with the company. This direct relationship is usually due to the initiative of consumers. 
This usually occurs in the purchasing and service department. Whereas indirect relationships often involve 
unplanned parables, such as the appearance of products and brands, advertisements, and other promotion-
al events. Meanwhile, according to Shaw and Ivens in Reza Eka Wardhana (2016: 2), customer experience is 
a combi- nation of two elements, namely fiscal and emotional implemented by the company. These two 
elements can later influence consumer ratings that arise in every contact between a customer and a compa-
ny. The results of previous studies conducted by Reza Eka Wardhana (2016) show that there is a significant 
influence of customer experience on customer satisfaction. 
 





According to Schmitt in Dewi et al., (2016: 95), related to the style (style), verbal and visual that can 
create the integrity of an impression. Marketing approach with the aim to feel by creating experiences relat-
ed to feelings through review by touching, feeling, and kissing in other words related to the five senses, 
which includes about style, theme, and color. 
Feel 
According to Schmitt in Dewi et al., (2016: 95), feelings here are different from sensory impressions be- 
cause this is related to the mood and emotions of one's soul. Not just about beauty, but the mood and emo- 
tions of the soul that can arouse happiness or even sadness. Is a feeling of emotion that arises from the heart 
in a positive and happy feelings that occur when consuming. 
Think 
According to Schmitt in Dewi et al., (2016: 95), is a creative thought that arises in the minds of consum-
ers about a brand or company or customers are invited to engage in creative thinking. The principle of 
think consists of 3, namely surprise, intrigue, and provocation. 
Act 
According to Schmitt in Dewi et al., (2016: 95), related to the real behavior and lifestyle of a person. 
This relates to how to make people do something and express their lifestyle. The marketing strategy Act is 
de- signed to create customer experiences related to body movements or in other words the interactions 
that arise. Act Experience includes flesh related to the body, not only brings sensations, and perceptions 
about the outside world, motor action also works to the fullest which can cause interaction, because it is 
closely related to the physical behavior of the lifestyle and of the parties interacting. 
Relate 
According to Schmitt in Dewi et al., (2016: 95), is an effort to connect himself with others, himself with 
the brand or company, and culture. This relates to a person's culture and reference group that can create an 
identity. A marketer must be able to create an identity (generation, nationality, ethnicity) for his customers 
with the products or services offered. Marketers can use culture in advertising and web design campaigns 
that are able to identify specific customer groups. 
 
Customer Relationship Marketing 
The customer relationship marketing process includes how to produce information for customers 
through the transaction process, analyze communications, and take action, based on that information to 
build long-term relationships with customers. Alqahtani in Fauzi & Surharyono (2018: 194), also explained 
that customer relationship marketing is a strong customer relationship that can improve business perfor-
mance so it is not surprising that relationship with customers becomes an important topic in marketing. If 
customer relationship marketing has been implemented properly it will be able to improve customer satis-
faction, in- crease customer loyalty, increase company growth and income and improve marketing efficien-
cy. Customer relationship marketing is a cross-functional process that has the goal of ongoing collaboration 
with custom- ers, developing networks, serving the most valuable customers in a personalized way, ensur-
ing customer retention, and the effectiveness of marketing ideas and understanding customer satisfaction. 
The results of previous studies conducted by Fauzi & Surharyono (2018) show that customer relationship 
marketing has a significant effect on customer satisfaction. 
 




Engel, Blackwell, and Miniard in Karyose et al., (2017: 339) assume that customer satisfaction is an af-
ter- sale assessment where the alternative chosen is at least equal to or exceeds expectations, while dissatis-
faction arises when the results do not meet expectations. According to Kotler & Keller in Karyose et al., 
(2017: 339), customer satisfaction is the level of one's feelings after comparing perceived performance com-
pared to ex- pectations. Generally, customer expectations are estimates or customer beliefs about what he 
will receive when buying and consuming a product. While the perceived performance is "the customer's 
perception of what is received after consuming the product purchased". Customer relationship marketing 
is a business model with the main goal of identifying, anticipating, understanding the needs of customers 
and those who have the potential to become customers by gathering information about customers, sales, 
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marketing effec- tiveness, and market trends. If the customer feels the company is able to establish custom-
er marketing rela- tionships, the customer will be satisfied and his attachment to the company is getting 
stronger. The results of previous studies conducted by Fauzi & Surharyono (2018) show that customer sat-
isfaction has a significant effect on customer loyalty. 
 
H4. Customer Satisfaction has a significant effect on Indomaret Customer Loyalty in Surabaya. 
 
Customer Loyalty 
Lovelock and Wright in Jasfar in Fauzi & Surharyono (2018: 194), stated customer loyalty is the willing- 
ness of customers to use the company's services to others. The longer the loyalty as a customer, the greater 
the profits derived by the company (Griffin in Fauzi & Surharyono, 2018: 194). Regarding customers, Peter 
and Olson in Fauzi & Surharyono (2018: 194) stated that customers who were considered loyal would sup-
port repurchasing for a certain period of time. Loyal customers are very high for business entities because it 
re- quires costs to get new customers more expensive than old customers. Loyal customers are consumers 
with a strong commitment to buy or buy more certain products or services in the future because there are 
interests and marketing efforts that affect loyal relationships (Kotler and Keller at Fauzi & Surharyono, 
2018: 194). 
Marketing mix (marketing mix) is an important part of the company, especially in the retail field in 
targeting customers feel satisfied, so that later it is expected to arise a loyal attitude. The results of previous 
studies conducted by Othman et al., (2020) showed that the marketing mix had a positive and significant 
effect on customer loyalty through direct and indirect customer satisfaction. Similarly, previous research 
conducted by Fernandes & Solimun (2018) based on the sobel test showed that there was a mediating effect 
of customer satisfaction in the relationship of the marketing mix strategy on customer loyalty. 
 
H5. Marketing Mix has a significant effect on Indomaret Surabaya Customer Loyalty through media 
tion of Customer Satisfaction 
 
Amid the fierce competition in the company, it is important for the company to create a positive and 
good customer experience so that customers will feel satisfied, and there will be a long-term loyal attitude. 
The results of previous studies conducted by Ernawati et al., (2017) show that, satisfaction is able to medi-
ate the customer experience of customer loyalty. 
 
H6. Customer Experience has a significant effect on Indomaret Surabaya Customer Loyalty through 
mediation of Customer Satisfaction 
 
Amid the fierce competition in the company, it is important for the company to create a positive and 
good customer experience so that customers will feel satisfied, and there will be a long-term loyal attitude. 
The results of previous studies conducted by Ernawati et al., (2017) show that, satisfaction is able to medi-
ate the customer experience of customer loyalty 
 
H7. Customer Relationship Marketing has a significant effect on Indomaret Surabaya Customer Loyal 
ty through Customer Satisfaction mediation 
 
3. RESEARCH METHOD 
The population in this study was Indomaret visitors in Surabaya, while the samples taken were In- 
domaret customers in Surabaya. The sampling technique uses purposive sampling technique. The sample 
in this study was taken by Indomaret visitors in Surabaya who visited more than twice. In research using 
SEM analysis techniques where large sample sizes have an important role in the interpretation of SEM re-
sults. The sample size provides the basis for estimating sampling errors. With the estimation model using 
Maximum Likehood (ML), a minimum sample of 100 to 200 is required. If it is raised to above 400 to 500, 
then the Maximum Likehood (ML) method becomes very sensitive and always produces a significant dif- 
ference so that the Goodness of fit size becomes ugly (Ghozali, 2012: 63). In accordance with the character- 
istics of respondents, then in this study for a large sample used a number of 100 respondents. Meanwhile, 
for the small sample used by 30 respondents, it was taken to maintain the validity of the data or alternative 
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data in the event of a sample error (Sugiyono, 2015: 91). 
The number of respondents taken was 130 respondents with the provision of 30 respondents for sam- 
ples to use for validity and reliability using the IBM SPSS Statistics 22 program. While 100 respondents for 
large samples using the Partial Least Square Structural Equation Modeling (PLS-SEM) program used the 
WarpPLS 7.0 program. This study uses a Likert scale with alternative choices 1 to 5. 
Convergent validity test with the WarpPLS program can be seen from the loading factor value for each 
construct indicator. A high loading factor indicates that each indicator constructs converge at one point. 
The rule of thumb that is usually used to assess convergent validity is that the loading factor value must be 
more than 0.7 for confirmatory research and the loading factor value between 0.6-0.7 for exploratory re-
search is acceptable and the average variance extracted value (AVE) must be greater than 0.5. 
The way to test discriminant validity is to look at the cross loading value for each variable must be> 
0.7. Another method that can be used to test discriminant validity is to compare the square root of AVE for 
each construct with the correlation value between constructs in the model. Good discriminant validity is 
shown from the square root AVE for each construct greater than the correlation between constructs in the 
model. (Ghozali, 2012: 37) 
The rule of thumb that is usually used to assess construct reliability is that the Composite Reliability 
value must be greater than 0.7 for confirmatory evaluations and 0.6 - 0.7 values are still acceptable for ex-
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